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This dissertation is written as a part of the MSc in E-business and Digital Marketing at 
the International Hellenic University. The purpose of this dissertation is to discover the 
impact that the pandemic, which was first discovered in Wuhan and then further spread 
on a worldwide level, had on the business world. The pandemic spread impacted and 
interrupted everyday tasks and way of living of the citizens in today's societies. Major 
restriction measurements were enforced as well as quarantine periods. 
This dissertation focuses more on Greece as a country and the measurements taken by 
the government. Furthermore, the primary purpose of the dissertation is to present real 
data from a real business located in Thessaloniki. This way, the impact that the 
pandemic had can be easily detected, whether it is negative or positive. The data refer to 
3 time periods according to Greek flow of events, Pre-Covid-19 data, During Covid-19 
and with restriction measurements enforced, and last after the restriction measurements 
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INTRODUCTION 
 
The year 2020 has been proven to be a challenging year for humanity. At the beginning 
of 2020, a later considered worldwide pandemic thread burst out. The infectious disease 
which belonged to the coronavirus group of viruses was detected in humans. As named 
by scientists, Covid-19 is a virus that was not known from the scientists before, and 
therefore there was no vaccine for it. It all started in the city of Wuhan, China, in 
December 2019 and soon spread all over the world. The World Health Organization 
announced the virus to be a pandemic later in January 2020 (World Health 
Organization, 2020).    
 
During the virus dispersion, different countries used different tactics to encounter the 
virus. The most common measurement was the lockdown and the quarantine of people. 
Many countries close their airports and ports. Furthermore, most of the businesses were 
forced by the state to close their stores to avoid people overcrowding and spreading the 
virus to each other. The lockdown had a massive impact on each country's economy as 
well as the world stability of the economy. People had to turn to the online world. 
Businesses were trying to adapt and reach their customers through online platforms, and 
customers that had no previous experience with the online business world and online 
shopping adjusted as well to the new norms. This thesis is separated into two parts. In 
the first part, other research data will be presented, showing the impact that the Covid-
19 pandemic had on different industries such as agriculture, manufacturing, the oil 
industry, and the aviation markets. It is not the first time that humankind has dealt with 
a pandemic, but Covid-19 has impacted our societies very differently all around the 
world.  
However, there is a lack of literature review on Covid-19 and the impact it has on all 
socio-economical as well as psychological levels. Research is being conducted 
alongside the virus evolvement. In the second part of the thesis, real data of a business 
located in Thessaloniki, which also has an online shop will be presented. The aim of the 
real data analysis is to get a better understanding of how Covid-19 impacted online 
businesses. Was it a positive impact or a negative? How did the users interact with their 
website? Were the business social media platforms impacted?  
These are some of the questions that will try to be answered through the business case 
analysis. The business name, as well as any information that could indicate which is the 
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THE IMPACT OF COVID-19 
 
Although it is very early to have a spherical opinion and to count the real impact that 
the pandemic had in our societies, in this chapter, general information will be provided 
about how the Covid-19 pandemic impacted, since the beginning of it, some of the 





The outbreak of the covid-19 virus has had an impact on a worldwide level. It is the 
first outbreak that has hit the modern world on such a big scale. The spread of the 
virus was rapid, and most countries were not prepared to face and control the 
spreading. The unpreparedness of the countries combined with the difficulty of 
detecting the virus on an infected individual, as it does not show immediate 
symptoms, led to a more significant spread and a need for more strict measurements 
to be implemented. For this section, several papers were analyzed, focusing mostly on 
the impact that Covid-19 had on different business sectors. Below are gathered 





THE AGRICULTURAL INDUSTRY 
One of the most essential and most significant sectors of humankind is agriculture.  
This primary sector occupies more than 1 billion people, according to the International 
Labor Organization. 
Considering the vast spreading time of the virus and the limited time that the 
governments had to react to it, a huge impact on this sector would be expected to 
happen. Nevertheless, according to the ILO, there have been no major problems for 
the agriculture sector to face besides some difficulties within the supply chains and the 
export of the products to other countries due to lockdown measurements that each 
country had put into effect. Furthermore, the strict measurements forced, leading to 
rising concern about the working employers and the in-time pick up of the products, so 
they do not get spoiled. Apart from these concerns, the agriculture industry had no 






   
  -4- 
A published article by Richard S. Gray highlights the importance and the results that 
COVID-19 had in Canada. As mention in the article, agriculture is one of the industries 
that is going to be favored by the pandemic, as all other markets have shown a high 
drop in their income. Furthermore, the article explains that in today's societies, the 
advanced transportation means of rural merchandise are overwhelmed by shipping, 
rail transportation, and sea delivery. Since the need for agricultural products is higher 
than the need for other products, there is a gap in the transportation means which 
could be replaced and used for the transportation of agricultural products. Even 
though these transportation ways are available, there is also a problem mentioned. 
Due to restriction measurements enforced in some countries it is not allowed for them 




THE MANUFACTURING INDUSTRY 
Another sector impacted by the pandemic is the manufacturing industry. A survey 
published on March 20th, 2020 by the British Plastic Federation shows how the COVID-
19   outbreak has affected this industry and how the companies that completed the 
survey think that they will be impacted in the future. In this survey, 127 firms 
responded, from whom 71% were companies that process plastic, 5% recyclers, 12% 
raw material producers and distributors, and the rest 13% were companies involved in 
machinery and equipment. From this survey, 43% of the participants answered that 
their supply chain was affected due to the COVID-19 outbreak and 88% of them said 
that they expect their supply chain to be affected in the next three months. 
Furthermore, 54%, when asked, answered that the coronavirus had reduced their 
staff's ability to work, and 85% of the firms had staff in their company currently 
working from home. When they were asked if they were concerned about the 
operation of the business, 98% of them answered yes, and 79% of them expect a 
decrease in their turnover in the next six months (British Plastic Federation, 2020).    
The impact that covid 19 had on this industry is significant even from the beginning of 
the virus spread. 
 
Furthermore, as Cai Min and Luo Janven mention in their research, there are two 
crucial aspects of the manufacturing industry to take into consideration. The first is the 
creation that had to delay in China, and the worldwide supply of crude material and 
extra parts were contracted with the deferral and diminishing of fare arranges 
fundamentally in February and March. The second is the organic market in fabricating 
inventory networks that are seriously affected by the ceaseless spread of COVID-19 
universally. COVID19 has caused plant closure in powerful assembling nations because 
of measurements like lockdown, flight stop, outside exercise limitations, and others. 
Assembling production networks has been or going to be hindered for certain items in 
businesses, for example, auto, hardware, and drug industry. Additionally, market 
interest has demonstrated extraordinary vulnerability and cannot be fulfilled because 
of the coordination mishaps. Additionally, some little also, medium-sized undertakings 
(SMEs) are at a greater danger of insolvency than any time in recent memory (CAI Min, 
2020).  
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THE OIL INDUSTRY 
The oil industry was one of the industries that were deeply impacted by the Covid-19. 
In the table below, which was published by the Organization of the Petroleum 
Exporting Countries, we can see the downfall of the fuel prices. The downfall of the 
prices was an aftereffect of the strict measurements that different countries 
implemented and due to the lockdown, which decreased the demand for fuels. On the 
graph, it is easily noticeable the gradual rise in fuel prices in May 2020, which is the 
period where some countries started to loosen up the measurements that were 




Figure 1: Gas price drop. Reprinted from “OPEC Monthly Oil Market Report”, by Organization 
of the Petroleum Exporting Countries, 2020, p7. 
   
 
 
According to International Energy Agency, China, which was the country where the 
covid-19 virus was first traced, had a total of -13% decline in oil demand at the end of 
January 2020 by their citizens compared to the same period in 2019. As time passed, it 
became more obvious that the oil demand would continue to drop, and in March 2020, 
the demand was calculated to be lower by 22% in China. As the virus continued 
spreading and affecting more countries all around the world, the same pattern started to 
develop in each country that had positive cases. Countries started implementing strict 
measurements, which led to citizens not moving and a drop in oil demand. Gas was the 
fuel with the biggest total decrease sought after identified with Covid‑19 control 
measures. In the days after the world's biggest urban areas actualized lockdowns or 
different limitations, street traffic fell strongly. Pinnacle blockage in mid-March was 
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somewhere around half to 60% in urban areas as shifted as Istanbul, Los Angeles, 





Figure 2: Changes in monthly oil demand in selected countries in 2020 compared to 2019. 





THE AVIATION MARKETS 
The air companies had to deal with the fear of people that they would get infected by 
flying, the different and drastic measures implemented by each country, as well as 
following the protocols in providing hygiene safer as much as possible environment for 
their passengers and staff. It was inevitable, however, to avoid the coronavirus 
impacts. According to the Official Airline Guide, the decrease in flights compared to the 
same period of the previous year is vast.  As shown in the table below, the number of 
flights during the pandemic was deficient, with the bottom peek being in May for 
flights planned to Singapore that hit a -96.6% of bookings compared to the previous 
year. May was also the month with the lowest percentage of flights on a worldwide 
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Table 1: Global scheduled flight change. Reprinted from “Coronavirus. How and When will 




The virus outbreak was a massive hit for the worldwide economy, and it revealed the 
vulnerability of our economic system and the need to create backup plans to face 
similar possible future outbreaks. Research conducted by Warwick Mckibbin, provides 
an estimation of the possible impact covid 19 will have based on previous epidemics 
results and theories. The research uses the G-Cubed Model of MsKibbin and Triggs 
(2018), an extended version of the original recorded version in McKibbin and Wilcoxen 
(1999,2013). This version model contains 20 countries, four different regions, and six 
main sectors.  
In this research, seven situations are studied dependent on the review of chronicled 
pandemics in McKibbin and Sidorenko (2006) and the latest information on the COVID-
19 infection. Scenarios 1-3 presumes epidemiological status events are isolated from 
the rest of the world and are evolved only in China. Economic effects on China and 
spill-over effects to other regions are dynamic in exchange, capital transfers, and the 
effects of shifts in risk premiums the capital markets – as laid out in the study. 
Scenarios 4-6 explain a pandemic example where epidemiological disruptions arise to 
varying degrees in all countries. Scenarios 1 to 6 Suppose the shocks are brief. Scenario 
7 is when a mild pandemic is likely to occur and reoccur for an unknown amount of 
future time. 
Predicting the next day on a global pandemic is a challenging task that has been 
troubling experts worldwide. They are trying to understand the short-term and long-
term consequences that the pandemic will have on our societies, and of course, they 
are trying to deal with the virus itself (Warwick McKibbin, 2020).  
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CHAPTER SUMMARY 
The industries mentioned are only a few of the cases that covid-19 has impacted. To 
better understand the consequences of the virus on our societies, we must inspect 
every case individually in every different country. Furthermore, those are just data 
gathered from the first touch of these industries with the pandemic. In some of these 
industries, we notice very visibly the huge impact that Covid-19 had. The question 
asked in this section is whether the consequences of the impact will stop after the end 
of the pandemic, or will it change forever the way those industries work and co-exists 
in our societies? Nevertheless, focusing more on the Greece case below, we will 
analyze the impact that covid-19 had in Greece. 
 
 
THE IMPACT OF COVID-19 IN GREECE 
 
 
Greece is a country that, until now, has dealt with major economic problems. This 
pandemic is a milestone that will force the government to take different 




In 2008 a financial crisis starting from the US disrupted the economy on a worldwide 
scale. The roots of this economic crisis started a few years before, where people 
started taking very cheap house loans from the banks, which led to the rise houses’ 
price. What was not taken into consideration during this period was the huge gap 
between the income of the citizens and their amount of dept. After a period, people 
could not pay their debt, and this led to the drop in the prices of the houses as they 
were trying to sell them at lower prices than what they bought them. The chain of 
missing value through interactions continued until 2008, where the financial bubble 
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The covid-19 era 
 
When covid-19 hit Greece in March 2020, the country's economic situation was not 
entirely stable. Despite this fact, the government had a rapid reaction to taking safety 
measurements and implementing lockdown from an early stage of the outbreak. The 
first confirmed case of covid-19 in Greece was confirmed on February 26th.  On the 
table below are listed the first actions that the Greek government took at the 




Actions were taken to provide safety by the Greek government during 
the Covid-19 outbreak 
Date Action  
February 21st Launch campaign informing about hand 
hygiene, physical distancing, and an at-risk 
group of people (according to WHO 
instructions) 
February 25th Several legal acts of urgent nature 
considering covid-19 spread risk were 
voted by the Greek parliament 
February 25th EODY (national public health organization) 
announced the definition of suspected 
cases  
February 26th First confirmed case in Greece 
February 26th All national health service staff leaves 
were canceled 
February 27th All festivals were initially canceled 
February 29th Operational guidance for covid-19 case 
management on reception centers for 
asylum seekers was released by EODY 
Star of March Daily briefing at 6 pm on the covid-19 
epidemic 
March 7th Creation of 24hr basis four digits line 1135 
that directs citizens to EODY 
March 8th Preventive measures:  
• The Suspension of Open Care Centers 
for older people. 
• Deferral of all conference events 
• Sports events behind closed doors 
March 9th • School trips, championships, and 
cultural events in enclosed and opens spaces 
that involved over 1000 people were canceled 
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• Visiting hours in rehabilitation 
centers, treatment units, and kidney care 
were revoked 
March 10th • All educational establishments were 
closed for 14 days, with the suspension 
continuing later until May 10th  
March 11,17,22 Emergency alerts were sent to citizens 
mobile phones by the General Secretariat 
of Civil Protection  
March 12th  Closure of Theatres, courthouses, 
cinemas, gyms, playgrounds, and clubs for 
two weeks 
March 13th Nationwide closure for all shopping 
centers, cafes, restaurants, bars, 
museums, and archaeological sites and 
food outlets excluding supermarkets, 
pharmacies and food outlets that offer 
take-way 
March 14th All organized beaches and ski resorts were 
closed 
March 14th All air traffic with Italy was banned 
March 16th Suspension of services on all areas of 
religious worship of any dogma or religion 
until March 30th 
March 16th Damaskinia and Dragasia, two villages in 
Western Macedonia, were the first ones 
to be put in quarantine 
March 16th • Greece closed borders with Albania 
and North Macedonia, allowing only transport 
of goods and Greek residents and nationals. 
• Suspension of ferry services to and 
from Italy 
• Air connections from Spain were 
stopped  
• Ban of all cruise ships and sailboats 
docking in Greek ports 
March 18th Restriction in movement on migrant 
camps for thirty days. The movement of 
migrants was only possible in small 
groups, and only from 7 am to 7 pm and 
only one member of the family, per family 
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March 19th Closure of all hotels in the country starting 
from midnight March 22nd until the end of 
April. Except for hotels that accommodate 
personnel that guard the borders as well 
as three hotels in Athens and Thessaloniki 
and 1 per regional unit 
March 21st Only permanent residents and supply 
tracks could travel to Greek islands with 
proof of residence needed. 
March 22nd All parks, recreation areas, and marinas 
were closed 
March 23rd until April 6th Ban on nonessential transport and 
movement across the country 
March 30th Five more municipalities were put in 
quarantine (Kastoria, Orestiada, Nestorio, 
Xanthi, Myki) 




GREEK MARKET INFORMATION 
 
In this section, some information gathered from Elstat will be presented. Elstat is the 
Hellenic Statistical Authority. Information provided will help introduce and create a 
better opinion in the existing situation of the market as well as the citizens that are 
potential customers for the businesses in Greece. 
The last census in Greece was in 2011, and all information about the number of 
populations is based on the numbers collected in 2011. 
According to the Census of 2011, the total resident population of Greece was 
10.816,286 million, of which 8.285.259 million live in urban areas, and the rest lives in 
rural areas. 
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Table 3: Greek population. Reprinted from “Living Conditions in Greece”, The Hellenic 
Statistical Authority (ELSTAT), 2014 
 
 
Out of the total number of residents in Greece, 5.513.063 million are women, and as 
shown in the table above, the age groups with the most population in women are the 
three age groups 30-39,40-49 and 50-59, which contain almost half the women 
population 2.322.581 million. 
Another interesting information is the marital status of citizens in Greece in 2011. The 
data of the table below shows more details about the kind of marital status citizens 
are. The total number of single citizens is 4.227.476 million. 5.364.763 million are 
married, 331.686 are divorced, and 820.449 widowed. 1.765 live under a registered 
partnership and 69.737 are separated. Seventy-eight citizens are widowed from a 




Table 4: Resident population by marital status. Reprinted from “Living Conditions in Greece”, 
The Hellenic Statistical Authority (ELSTAT), 2014 
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Furthermore, it is essential to know the number of people that are employed in 
Greece. According to the census of 2011, the total amount of people employed in 
Greece is 3.727.633, and as the table below indicates, out of the total number of 
working citizens in Greece, 2.214.053 are males, and 1.513.580 are females. This 
statistic shows that the number of females employed in Greece is less than men. The 
total amount of hours each gender works also differs. Less than 10 hours per week 
work 0.4% of male employees and 0.6% female employees. 10 to 19 hours a week 
work 2.7% of male employees and 4.8% of female employees. 20 to 29 hours a week 
are worked by 3.9% of males and 11.0% of females. 30 to 39 hours per week are 
worked by 10.9% of males and 14.4% by females. The next group, which contains most 
working citizens of Greece, is 40 to 49 hours a week, which occupies 53.7% of male 
employees and 52.6% of female employees. The last group is 50+ hours a week, which 




Table 5: Employed persons by Hours usually worked and gender. Reprinted from “2011 
Population and Housing Census Statistical data on the hours usually worked by employed 
persons”, by Piraeus, 2015, p2. 
 
 
The following information about Greece population is about the access they have to 
the internet and their ability to use the internet. According to ELSTAT, since 2003, the 
number of households that have access to the internet at home has increased. In 2003 
the number of households with internet access was under 20%, and the last data 
collected in 2014 show that the percentage was over 60% that year. 
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Figure 3: Percentage of households with internet access at home. Reprinted from “Living 
Conditions in Greece”, The Hellenic Statistical Authority (ELSTAT), 2014 
 
Moreover, the table below also shows the percentage of people that have bought or 
ordered goods or services over the internet. As shown, the percentage was also rising 
from 5.2% in 2003 to 29.5% in 2014. This number is very important because it shows 




Table 6:Percentage of the population having bought/ordered goods or services over the 




Lastly, we have the distribution of monthly expenditure of households on goods and 
services. The top three categories that have most of the monthly budget through the 
years 2009 to 2013 are food, housing, and transportation. These are the three basic 
categories that most households spend the most money on every year. 
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Table 7: Percentage of distribution of average monthly expenditure of households on goods 





The data presented above give a better understanding of the Greek population and 
helps in profiling some of the essential characteristics a potential customer has. 
Furthermore, the information mentioned above can give a better image of the 
residents of Greece. How do they spend their money, what is their marital status, do 
they have access to the internet, how familiar are they with new technologies? These 
are some of the questions that could be answered. Such data could be useful for 
different businesses, as they can find their target group and discover more 
characteristics about them. Furthermore, they can reach them through different 
means based on the characteristics of the group they belong to. Different target 








PLATFORMS TO BE USED 
 
The rise in the number of people using the internet created chaos of information. 
Valuable data got lost due to the lack of tools that could collect them and classify 
them. When this need first showed up, the first platforms realized the value of those 
data and started collecting, analyzing, and categorizing them. The data collected is 
beneficial for businesses that use those platforms to reach their target audience. 
Today there are many platforms that collect user data, filter them, and provide 
valuable information to their clients.   
 





Google Analytics is one of the best and free analytics tools provided by Google to help 
their clients gather valuable information about their customers. What Google analytics 
provides is a deeper understanding of the customers of a business. The understanding 
of that data can be used by businesses to find their ideal target group. They can gather 
information about the users that are interested in their products or services and target 
them with more relevant and interesting information about them. 
Google Analytics is a tool that also shows trends, giving this way the opportunity to 
their clients to predict the users' next step and catch up with the trends (Google 





Figure 4: Google analytics menu 
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Starting with the platform itself, as soon as someone logs in and creates the necessary 
links between the website and the analytics platform, a menu is shown on the left, 
which contains inside different analytics reports. Entering the Google analytics 
platform, there are five types of analytics reports that someone can get. The first one 
is REAL-TIME, where the data that can be seen are related to what is happening to the 
online business right now. In this section, information can be seen about how many 
people are online, what they are looking for, from what devices, which locations, and 
other real-time data about them. Also, this is an excellent way to analyze users' steps 
on the website and find out about any possible patterns that most users have when 
visiting the website. The Real-Time section is a crucial tool also for discovering trends. 
What did users visited or search for today on the website, what did they do after 
finding what they searched for, etc.? 
The second report someone can get is AUDIENCE. The Audience report shows 
information about a business customer based on the data gathered. In this section, 
someone can find all information needed to answer questions such as "Who is your 
audience?", "What are their characteristics?", "What language do they use?", what 
device or browser they use, and of course, are they new or returning visitors. These 
are some of the questions this section can answer. By finding out who are the 
customers of a business, it is easier to target them more efficiently with more 
personalized ads.  
The third report is ACQUISITION. In this report, someone can find information about 
where a business got the users on their website. The channels they used to come to 
the website. The acquisition report helps determine which channels are more efficient 
for the customers. By focusing on each channel and making changes that correspond 
to the target group preferences can bring a massive difference in the traffic flow 
coming from a specific channel. The acquisition can also show if a channel is not 
valuable for the target group, and they do not use that channel. 
The fourth report is BEHAVIOR, where someone can view what their users' behavior on 
the website was, where did they go, what did they see, or what did they do? As 
mention in the Real-Time report, it is crucial to analyze the user's behavior on the site 
as this way, patterns that were not visible before can be now noticeable. Furthermore, 
it helps discover errors of the website based on the users' trace on the site if there is a 
loop that blocks users from buying or seeing a page.  
The last report provided is CONVERSIONS. This report shows information about the 
conversions completed on the website and is connected to the marketing goals and 
strategies a business has implemented. Someone can see here a general overview of 
the results their marketing actions had in generating conversions.  
Every report has its subcategories where they can find a lot more and precise 
information, and every menu or metric has a small explaining box that shows when 
hovering the mouse over it. 
Furthermore, the Google Analytics platform offers the potential to preview previous 
data and compare them together or with today's data.  All reports can be exported in 
pdf, Google sheets, Excel, or CSV, and for the user's better convenience, there is also 
the choice of sharing a report or saving it.  
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SOCIAL MEDIA  
With the rise of technology, social media platforms have seen glorious days as more 
and more people are coming close to those platforms and use them daily. As shown 
below, the predictions that Statista.com has made is that by the year 2025, 4.41 billion 
people will be using social networks. In the table below, we can see a stable increase in 
the social network users every year since 2017. 
 
 
Figure 5: Number of social network users worldwide. Reprinted from “ 
https://www.statista.com/statistics/278414/number-of-worldwide-social-network-




More specifically, the social media platforms that will be analyzed are Facebook and 
Instagram. 
Facebook was first launched in 2004 by Mark Zuckerberg as a platform for students of 
Harvard to communicate. Later it opened for more university students in the US and 
Canada until 2006, where it opened for all the users worldwide.  
The Q3 of 2019 shows that Facebook has 2.45 billion monthly users, with 1.62 billion of 
them being daily users. 
Since most users use Facebook and Instagram, those two platforms have become an 
attraction also for businesses. Small and large businesses have created pages and 
profiles on those two platforms, among other platforms, so that they can interact with 
their customers. What social media offers to businesses is direct reach and 
engagement with their customers. 
As technology establishes more and more its place in people's everyday life new need 
are created. Social media platforms have adapted to the changes and are offering 
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more to both their users and businesses more relevant information as well as means 
to interact (IQBAL, 2020).  
 
Instagram is a SM platform that was firstly launched in October 2010 by the creator of 
the app, Systrom Kevin, who then had named the app Burbn. It started as a platform 
where users would share photos and videos and was mostly now about the filters that 
users could apply to their photos. The main use was and still is for mobile phones. At 
the launch date, it immediately had 25.000 downloads. The platform had a rising and 




Combining these to platforms has made it easier for businesses to schedule their ads 
and have all the information they need on their My business page. On this page, 
someone can find statistics about the posts a business has made or information about 
its users. Of course, every platform provides its clients with more detailed data 
separately inside the platform for a clearer view. Below on the table, we can see what 
most users in the US use each platform. Those data can be useful for marketers as well 
as for scientists. They show the purpose of each platform also based on the user's 




Table 8: Social media activities performed by US Social Media Users, by platform. 
Reprinted from “ https://www.businessofapps.com/data/facebook-statistics/#2”, by 
Business of apps, 2020 







In this paper, real data from a retail and online shop in Thessaloniki will be presented 
in order to discover the real impact that covid-19 had on this business. The period 
selected for analysis will be December 2019, January, February, March, April, May, 
June, July, August 2020. This period was selected based on the three months (March, 
April, May) that most government restrictions were enforced. I wanted to analyze the 
situation three months before this period and three months after the let of the 
enforced restrictions. Furthermore, it is a long enough period to take into 
consideration the data gathered. The analysis will give a more comprehensive result on 
the real market impact. Due to GDPR, as well as the company's preference, the name 
of the business will be excluded from the data analyzed. To analyze data gathered, I 
will use the Google Analytics tool as well as some information from the internal 
business database. Information on customers' behavior (likes, comments, shares, 
messages) on their social media pages (Facebook, Instagram) will also be analyzed for 
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BUSINESS CASE ANALYSIS 
 
BUSINESS INTRODUCTION 
The business case that will be further analyzed below is in Thessaloniki. It has a retail 
shop and online site, which targets mainly the Greek market. The products the 
company sells are addressed to women in Greece. They are socially active on 
Facebook, Instagram, Twitter, YouTube, Pinterest but mainly use Facebook and 
Instagram as their main channels to reach and communicate with their customers. 
 
DATA INTRODUCTION 
As mentioned, in this thesis, I am going to analyze the impact COVID-19 had on an 
online business as well as the user's behavior on the site. By analyzing the data from 
the analytics of an already established for seven years online shop, I am going to 
present the impact the pandemic and the restriction measurements had and reach 
some conclusion about what happened during that period. In Greece, the restriction 
measurements started in March and lasted until late May and early June 2020 for 
some regions.  
The period set for the data is December 2019 to August 2020. This period will be 
divided into three parts. The first three months, December 2019, January 2020, and 
February 2020, where covid-19 had not arrived in Greece yet, and no cautious 
measurements were enforced. The second period is March 2020, April 2020, and May 
2020. During this period, Greece was under quarantine, and full restriction 
measurements were enforced. All physical stores were forced to close except for those 
who had the necessary products. The last Period is June 2020, July 2020, and August 
2020. This is the period where the restriction measurements were light, but citizens 
still had to be cautious. All Stores opened again. Citizens could go shopping in the 
physical stores as well as go on vacation to other places. Tourists could also come to 





THE FIRST PERIOD. 
The first Period is December 1st until February 29th. In this period, 99.766 users visited 
the site, of which 87.498 were new users. These users have completed 194.988 
sessions. A session is defined by the active interaction a user has on a website for a 
specific period. The average session duration is 3:56 minutes. This means that the 
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meantime of a session on this website lasts 3 minutes and 56 seconds. Furthermore, 
each session corresponds to 6.79 pages viewed, and in total, 1.324.658 pages are 
viewed during this period. 
 
 
Figure 6: 1st period Audience overview 
The main countries (top 10) that visit this website are Greece, with 93.96%. Cyprus 
with 2.7%. The United States with 1.87% and the remaining percentage of visits are 
from Vietnam 0.24%, Germany 0.17%, Not set means that the user has not specified 
their location. The Netherlands holds 0.09% of the users. The United Kingdom 0.08% of 




Figure 7: 1st Period location of visitors 
 
The most used devices during this period are mobile devices with 72.49%, Desktop 
with 22.36%, and tablets with 5.15%. 
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Figure 8: 1st Period devices users used 
 
The most common ages to visit the website are people between 25-34. Next is the age 
group 35-44, followed by ages 15-24. The fifth age group is people who belong to the 
ages 55-64, and the last age group with the least visitors is ages 65+. Also, we see that 




Figure 9: 1st period users demographics 
 
 
Another factor to note is users' interests. I will focus on 2 of the categories, which are 
the in-market segment and affinity segment. The in-market segment shows the 
potential customers that search for similar products with the products that a business 
sells, and the affinity segment shows potential customers for a business and focuses 
more on their overall lifestyle, hobbies to get a better view of their full identity.  
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As shown below, people that entered the website (from the In-market segment) 
during this period are interested in apparel & Accessories/ shoes, Apparel & 
accessories/Women's apparel, Travel trips by destination/ Trips to Europe/ Trips to 
Greece, Apparel & Accessories, Travel/Hotels & Accommodations, Home& 
Garden/Home Décor, Home & Garden/ Home & Garden Services/Interior design & 
Decorating services, Education/ Primary & Secondary schools (k-12), Beauty & Personal 
Care and finally Apparel & Accessories/ Handbags. This information gives a better 
understanding of the interest of the current users that are in the In-Market segment. 
For the Affinity category, the main interest of the users is Food & Dining/ Cooking 
Enthusiasts/30-minute chefs, Media & Entertainment/ TV Lovers, Lifestyles & Hobbies/ 
Green living Enthusiasts, Shoppers/ Value shoppers, News & Politics/Avid News 
Readers, Shoppers/ Bargain Hunters, Shoppers/ Shopaholics, Beauty & wellness/ 
Beauty Mavens, Home & Garden/ Home Décor Enthusiasts, Lifestyles & Hobbies/ 
Family-Focused. In this section, we understand the interests of potential customers in 








The next image shows how these users have come to this site. From a total of 99.766 
users that visited the site, 43.160 have come through paid search. From social media, 
25.689 users visited the site. Display ads brought to the site 16.333 users while organic 
search users were 12.568. Referral, which contains affiliate marketing platforms, 
brought 8.967 users, email tools brought 2.042 users, direct users where 5.415, and 
other sources have brought to the site 2.777 users. From the table below, we can see 
that the highest bounce rate is observed on display ads, and the next is direct and 
referral. The next column shows the E-commerce conversion rate each path has, which 
indicates which are the strongest channels for this website (during this period) and as 
shown, although referrals have low traffic coming, they are the ones that are most 
likely to commit a transaction on the site. 
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THE SECOND PERIOD COMPARED TO THE FIRST PERIOD 
In this segment, the data gathered from the second Period 01/03/2020 to 31/05/2020. 
On the first table, we have the audience overview. Compared to the first Period 
01/12/2019 to 29/02/2020, the is a slight rise (+4.07%) in the number of users that 
have visited the site. Also, there is a +4.56% on the new users on the site. The number 
of users is higher than the previous period, but the sessions are lower by -4.23%, and 
for each user, the nr of sessions is lower by -7.98% compared to the previous period. 
Also, the bounce rate is lower by -0.83%, which means that users visit the site and stay 
instead of leaving immediately.  Of course, the bounce rate is affected by a variety of 
elements that needs further analysis, but as a data presentation, it appears to be lower 
compared with the previous period. Each session completed on the site contains more 
pages viewed than the previous period. Moreover, the average session duration is 








On the second table, we can see from which country do those users came visited the 
site. 
The number of users coming from Greece is higher by 2.4%, while visitors from the 
United States are lower by -12.4%. Visitors from Cyprus are also lower by -59.84% as 
well as from Germany by -12.95%. Next is the Not Set Country visitors that is higher by 
4% compared to the previous period and users from Vietnam are also lower by 
64.94%. New are the visitors from the United Kingdom that are lower by -13.55%. 
Netherlands visitors are lower by -45.98%. The site shows a rise of +22.9% from visitors 
coming from Ukraine, and those That visit from Bulgaria are lower by -54.50%.  
 




Figure 13: 2nd Period compared to 1st. Users location 
 
 




In the next table, the demographics of these users are compared.  
In comparison with the previous period (2nd Period is shown in blue and the 1st period 
in orange), there is a small rise in visitors between the ages of 18-24. Also, the age 
group of 25-34 is lower than the previous period while we see that visitors that belong 
to the age group of 35-44 are higher. A slight increase is also noticed in the visitors that 
belong to the age groups of 45-54, 55-64, and 65+.  
Furthermore, while the site offers only women products in the second period, we 
notice a small decrease in women visiting the site (from 83.4% to 80.5%) while men 








Next, we compare the devices that those visitors used. Mobile users in the first period 
were 72.49%. Desktop users were 22.36%, and tablet users were 5.15%. In the second 
period, which was the time where users lived under the restriction measurements and 
were mostly in quarantine, Mobile users visiting the site were higher by +2.54% 
(75.03% compared to 72.49%). Desktop users showed a decrease of -2.52% (from 
22.36% to 19.84%). Tablet users were slightly lower by -0.03% (from 5.15% to 5.12%). 
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Figure 15: 2nd Period compared to 1st. Users devices 
 
 
Another interesting data is the data that shows the interest of users that the site 
targets. 
Comparing the interest of the second period with those of the first period, we notice 
some differences. Starting with the In-Market segment, we notice there is a decrease 
in interest for Apparel & Accessories/Women's Apparel (-15.64%). Also, Travel/Trips by 
destinations/Trips to Europe/Trips to Greece show a decrease of -9.34%. Apparel & 
Accessories have a slight increase of +0.63%. Education/Primary & Secondary Schools 
(k-12) show a +63.62% increase in the audience’s interests. Furthermore, Apparel & 
Accessories/Shoe interest has decreased by -31.71%. Education/Post-Secondary 
Education increased by +48.10%. Beaty & Personal Care/ Makeup & Cosmetics 
increased by +85.05%. Travel/ Hotels & Accommodations decreased by -33.93%. Real 
Estate/ Residential Properties interest increased by +31.79%, and Home & Garden/ 
Home & Garden Services increased by +90.42%. 
On the Affinity category we notice an increase of -3.20% on Food & Dinning/ Cooking 
Enthusiasts/ 30minute chefs. Also, on Lifestyles & Hobbies/ Family-Focuses +8.75%. 
Furthermore, on Home & Garden/ Home Décor Enthusiasts +0.40%. A decrease is 
noticed on Media & Entertainment/ TV lovers -5.86%. Lifestyles & Hobbies/ Green 
Living enthusiasts -8.07%. News & politics/ Avid w readers -0.87%. Shoppers/Value 
Shoppers -17.02%. Shopping/Bargain hunters -0.15%. Beaty & Wellness/ Beauty 
Mavens -0.81%. Shoppers/ Shopaholics -15.44%. 
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Figure 16: 2nd Period compared to 1st. Affinity category & In-Market segment users' interests 
 
 
The last data that was compared is about the location of the users visiting the site. 
Which channel did they use to get to the website? 
Compared to the previous Period (The first Period is shown in orange and the second is 
shown in blue), paid search has brought +8.03% more users. Social platforms show a 
decrease of -5.47%. Display ads show brought +5.51% more users. Organic search is 
higher by +0.53%. Referral means are lower by -17.06%. Direct users coming to the site 
were lower by 2.70%. Other means are higher by +43.18%, and the email platform is 
lower by -64.45%. Overall, the conversion rate on the site is higher by +3.62%, while 
the transactions are lower by -0.76% as well as the revenue is lower than the previous 




Figure 17: 2nd Period compared to 1st. Users acquisitions channels 
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THE THIRD PERIOD COMPARED TO THE SECOND PERIOD. 
Next, we have the third period, which is 01/06/2020 – 31/08/2020. This is the period 
where the quarantine was ended, and there were no restriction measurements as 
those during the previous period. In this period, due to a failure on the Google 
analytics running code, there are four days (09-10-11-12/07) with no data collected. 
Taking that fact into consideration, I proceeded with the data comparison. 
First, I compared the 3rd period with the second so I can present the difference in the 
data during the quarantine and after it ended.  
On the audience overview, there is a continuous rise in the users visiting the site 
(+28.91%) as well as new users visiting (+27.36%) and the sessions completed on the 
site (+29.74%). Although the users' flow is high, the pageviews are lower (-11.39%) as 





Figure 18: 3rd period compared to 2nd period. Audience overview 
 
The countries that the users visited the site also show a differentiation compared to 
the 2nd period. Users located in Greece were higher by only +0.01%. Visitors from the 
United States were higher by +36.25%. Users from Cyprus were lower by -44.77% 
compared to the 2nd period. German users were also lower by -16.74%. Visitors located 
in Russia were higher by +270.91% compared to the previous period. Users with a not 
set location decreased by -29.50%. Users located in the United Kingdom also 
decreased by -11.22%, while those from the Netherlands increase by +0.40%. Next, the 
visitors located in Bulgaria increased by +30.85% while India also appeared in the top 
10 locations and showed an increase of +52.62%. 
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Figure 19: 3rd period compared to 2nd period. Users location 
 
 
In the next table, we have the audience demographics (In blue is the 3rd period and in 
orange is the 2nd period).  In this period, users that belong to the age group of 18-24 
are lower compared to the previous period. Also, there is a small decrease in the age 
   
 -33- 
group of 25-34 as well as in the 35-44 age group. Compared to the previous period, the 
age groups of 45-54 and 55-64 have shown an increase while ages 65+ a small 
decrease. On the gender of the users, it is noticed that women users are slightly lower 





Figure 20: 3rd period compared to 2nd period. Users demographics 
 
The devices that users used in the 3rd period to visit the site are shown below. 
Mobile device users show a rise of +2.76% (77.79% compared to 75.03%). Desktop 
users show a decrease of -2.09% (17.75% compared to 19.84% of the previous period). 
Tablet users have also decreased by -0.66% (4.46% compared to 5.12% of the previous 
period).  
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Figure 21: 3rd period compared to 2nd period. Users devices 
 
 
In the next table, we have the interests of the users, and we see the difference that the 
3rd period has compared to the 2nd period. 
For the In-Market segment, we notice an increase in the users' interests in Trave/Trips 
by Destination/Trips to Europe/ Trips to Greece +25.27%. Apparel & Accessories/ 
Women’s Apparel +19.37%. Apparel & Accessories +4.58%. Apparel & Accessories 
/Shoes +11.03%. Travel/Air travel +75.44%. Dating services is an interest that is first 
introduced and showed an increase of +52.34%. Apparel & Accessories/ Swimwear 
increased by +48.32%. Travel/Hotel & Accommodations increased by +9.55%. A 
decrease of interest was noticed on Education/Post-Secondary Education by -7.26% 
compared to the previous period as well as on the Beauty & Personal Care/Makeup & 
Cosmetics -5.94%. 
For the Affinity category, the interest of the users in it grew for Travel/Travel Buffs 
+17.23% and Food & Dining/Foodies +1.87%. The rest of the interests has shown a 
decrease. More specifically, Food & Dining/ Cooking Enthusiasts/30minute chefs 
decreased by -17.30%. Lifestyles & Hobbies/ Green Living Enthusiasts -7.02%. Media & 
Entertainment/TV lovers -17.32%. Shoppers/Value shoppers -4.83%. Shoppers/Bargain 
hunters -13.07%. Beauty & Wellness/Beauty Mavens -0.70%. News & Politics/Avid 
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Next, the table below shows the audience that visited the site and which channel did 
they came from compared to the previous period. 
As shown in the image below, fewer users came to the site through paid search -
5.45%. Social media users increased by +76.28%. Display ads increased as well by 
33.57%. Organic search users also increased by +57.14% compared to the previous 
period. Direct users increased by 76.88%. Referral users dropped by -20.53%, Users 
coming through other sources increased by 5.91%, and those coming from the email 
platform increased as well by +39.81% through the 3rd period. Although there was an 
increase in the users, the e-commerce conversion rate was lower by -13.19%, while the 
transactions increased by +12.62%, and the revenue also increased by +22.92%. 
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Figure 23: 3rd period compared to 2nd period. Users acquisition channels 
 
 
THE THIRD PERIOD COMPARED TO THE FIRST PERIOD. 
Finally, I will compare the 1st and the 3rd period to see the differences that it made. 
These two periods include a 2-month sale period (1st period January to February and 
the 2nd period July to August). As mention previously, in the 3rd period, due to a 
technical problem with the Google Analytics tool, data from 09-10-11-12/07 are 
missing.  
On the audience overview, the overall differentiation is that the users increased by 
+34.16% as well as the new users coming to the site by +33.16%. The sessions also 
increased by +24.26%. The number of sessions per user decreased by -7.38%, as well 
as the total pageviews -8.27%. The number of pages per session also decreased by -
26.18%, and the average session duration decreased by -25.29%. 
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Figure 24: 3rd period compared to the 1st period. Audience overview 
 
Next, on the user's demographics, we have the location of the users. As shown in the 
tables below, users located in Greece increased by +2.41%. Users from the United 
States also increased by +19.85%. Users from Cyprus decreased by -77.82% as well as 
those located in Germany -27.70%. A large increase between those two periods is 
noticed from users located in Russia +398.08%. Users with a non-set location 
decreased by 26.68%. Users from the United Kingdom decreased by -45.76% as well as 
those located in Bulgaria -40.46%. Last, users from India decreased by -12.95%. 
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Figure 25: 3rd period compared to the 1st period. Users location 
 
Comparing the devices those users used to visit this site, we notice an increase in 
mobile devices by +5.3% (77.79% compared to 72.49% of the 1st period). Desktop users 
declined by -4.61% (17.75% compared to 22.36% of the 1st period). Tablet users were 
also less by -0.69% (4.46% compared to 5.15% of the 1st period. 
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Figure 26: 3rd period compared to the 1st period. Users devices 
 
Next, I compare the users' age groups and gender. 
As shown in the graphs below, among the 1st Period (Shown in orange) and the 3rd 
period (shown in blue), some differences are noticed. 
The users from the age group 18-24 have decreased as well as those who belong to the 
25-34 age group. In the 35-44 age group, we notice a slight increase. This increase is 
better noticed in the 45-54 age group as well as in the 55-64 age group. Last, a small 
increase is also noticed in the 65+ age group users.  
About the users' gender, a decrease of -3.7% on the female users is also noticed 
(83.4% on the 1st period and 79.7% on the 3rd) while male users increased by +3.7% 




Figure 27: 3rd period compared to the 1st period. Users demographics 
 
Furthermore, below are shown the change in the interest of the users in the In-market 
segment as well as in the Affinity category. The comparison shows the interests in the 
3rd period compared to the 1st period. 
   
 -40- 
For the In-Market segment, an increase of interest by +13.47% is noticed on 
Travel/Trips by destination/Trips to Europe/Trips to Greece. Also, Apparel & 
Accessories/Women's Apparel increased by +0.62%. Apparel & Accessories increased 
by 5.15%. Apparel & Accessories/ Shoes decreased by -24.24%. Travel/ Air travel 
increased by +261.72%. Dating services increased by +37.87%. Furthermore, 
Education/Post-Secondary Education increased by +37.23%. Apparel & Accessories/ 
swimwear increased by +255.86% as well as Beauty & Personal Care/ Make up & 
Cosmetics. In the periods compared, a decrease in interest was noticed in Apparel & 
Accessories/ shoes as well as in Travel/ Hotel & Accommodations. 
In affinity category a decrease in interest was noticed in Food & Dinning/ Cooking 
Enthusiasts/ 30minute chefs -14.65%. Lifestyle & Hobbies/ green living enthusiasts 
decreased by -14.52%. Media & Entertainment/ Tv lovers decreased by -22.17%. 
Shoppers/ Value shoppers decreased by -21.03% while shoppers/ Bargain hunters 
decreased by -13.20%.  Beauty & Wellness/ Beauty mavens are lower by -1.51% while 
news & politics/ Avid news readers interest is lower by -19.65%. On the affinity 
category Travel/ Travel buffs, interest is higher by +27.44%. Food & Dining/ Foodies is 




Figure 28: 3rd period compared to 1st period. Affinity Category & In-Market segment users 
interests 
 
Lastly, comparing the channels that users came from, as shown in the table below, we 
notice some differences as well. June to August is shown in blue, and December to 
February is in orange. As shown in the table below, paid search has brought +2.15% 
more users to the site. Social media is higher by +66.64%. Display ads are also higher 
by +40.93%, as well as Organic search +57.96%. Direct entries to the site are higher by 
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+72.11%. The referral is lower by -4.94%. Other platforms are also higher by +54.64%, 
and the email platform is lower by -50.29%.  
As per the conversions on the site, the transactions are higher by +11.77%, and 
revenue is higher by +21.76%. 
 
Figure 29: 3rd period compared to the 1st period. Users acquisition channels 
 
Based on the statistics presented above, the general impact that covid-19 restrictions 
had on this specific shop is positive. In the next session, I am going to present the 





Facebook is the company's main channel of communication with its users. The 
company has 85 thousand users (November 29th) liking and following the page. 
During the nine months that are analyzed, the company has posted 123 posts on 
Facebook. The table below shows more details about each post and the reach it got. 
 
 
1st Period: December-February 2nd Period: March to May 3rd Period: June to August 
Date Reach Likes 
Comments 
Shares 
Date Reach Likes 
Comments 
shares 
Date Reach Likes 
Comments 
shares 
02/29/2020 6.1K 29 05/30/2020 11.7K 221 08/31/2020 11.7K 30 
   0   0    2 
   0    1    0 
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02/28/2020 15.3K 269 05/28/2020 11.5K 201 08/30/2020 22.3K 401 
   13   1   0 
   1    0    1 
02/27/2020 11.9K 173 05/26/2020 13.6K 176 08/29/2020 9.6K 19 
   1    5    0 
   2    2    0 
02/25/2020 9.7K 113 05/25/2020 15.4K 200 08/28/2020 19K 258 
   0    4    3 
   0    1    0 
02/23/2020 16K 194 05/24/2020 6.1K 233 08/27/2020 20.6K 195 
   7    3    4 
   2    2    1 
02/22/2020 6.2K 7 05/23/2020 12.3K 180 08/26/2020 20.7K 307 
   0    3    4 
   0    3    1 
02/21/2020 12.4K 180 05/22/2020 15.8K 231 08/23/2020 31.1K 568 
   2    5    14 
   0    2    6 
02/21/2020 4.7K 27 05/20/2020 10.1K 150 08/22/2020 19.2K 209 
   0    2    0 
   1    0    0 
02/20/2020 5.2K 20 05/18/2020 11.1K 203 08/21/2020 16.8K 70 
   0    3    0 
   3    0    1 
02/16/2020 15.2K 69 05/17/2020 11.2K 202 08/20/2020 22.9K 143 
   0    2    0 
   1    1    2 
02/15/2020 11.2K 60 05/16/2020 8.5K 115 08/16/2020 44.1K 1.9K 
   0    1    48 
   3    0    16 
02/14/2020 10.9K 184 05/15/2020 6.9K 33 08/15/2020 21.1K 339 
   0    0    2 
   0    2    2 
2/12/2020 4.6K 21 5/10/2020 9.5K 166 08/14/2020 34.8K 683 
   0    10    12 
   0    3    19 
2/11/2020 9.2K 162 5/10/2020 5.9K 48 08/13/2020 21.6K 316 
   0    0    1 
   2    0    0 
2/9/2020 16.6K 140 5/9/2020 8.3K 146 8/12/2020 30.3K 528 
   3   0    21 
   2    0    11 
2/7/2020 6.1K 34 5/7/2020 10K 214 8/11/2020 29.7K 568 
   0    4    7 
   0    1    8 
2/6/2020 8.2K 137 5/4/2020 8.2K 94 8/10/2020 30.8K 349 
   0    0     1 
   1    1    4 
2/4/2020 12.1K 172 5/3/2020 12.7K 171 8/9/2020 26.3K 500 
   19    4    3 
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   4    1    2 
2/3/2020 8.4K 90 5/2/2020 6.8K 79 8/8/2020 12.1K 423 
   3    0    2 
   0    0    3 
2/2/2020 9.1K 40 5/1/2020 6.7K 47 8/5/2020 23.9K 356 
   0    0    5 
   1    1    0 
2/1/2020 9.9K 60 04/30/2020 10.2K 132 8/4/2020 22.3K 406 
   0    13    4 
   2    0    0 
01/31/2020 11.1K 186 04/29/2020 15.4K 309 8/3/2020 22.4K 374 
   5    43    0 
   2    5    2 
01/29/2020 9.4K 87 04/28/2020 9.2K 120 8/2/2020 26.6K 147 
   0    8    0 
   0    0    0 
01/28/2020 6.6K 108 04/27/2020 8.1K 77 8/1/2020 11.7K 422 
   14    4    0 
   1    0    1 
01/27/2020 7.6K 38 04/26/2020 9.3K 63 07/31/2020 20.4K 127 
   0    6   2 
   1    1    3 
01/26/2020 13.5K 88 04/25/2020 13.3K 143 07/28/2020 9.8K 403 
   1    1   4 
   2    4    1 
01/25/2020 8.9K 65 04/24/2020 8K 101 07/25/2020 15.1K 462 
   0    1    3 
   0    4    0 
01/24/2020 9K 49 04/21/2020 8.8K 98 07/24/2020 21.3K 415 
   0    1    4 
   0    2    2 
01/23/2020 10.6K 112 04/19/2020 10.9K 21 07/23/2020 23.5K 335 
   8    1    3 
   2    0    1 
01/21/2020 10.2K 177 04/17/2020 10.5K 52 07/21/2020 25.9K 458 
   4    0    7 
   0    1    5 
01/19/2020 9.2K 31 04/15/2020 10.5K 228 07/19/2020 31.1K 444 
   0    1    5 
   2    2    2 
01/18/2020 9.1K 67 4/11/2020 7.3K 36 07/18/2020 34K 532 
   0    0    84 
   0    2    5 
01/17/2020 8.3K 95 4/10/2020 9.6K 182 07/17/2020 20.4K 109 
   0    3    0 
   1    4    0 
01/15/2020 5.3K 8 4/4/2020 9.2K 172 07/13/2020 23.6K 88 
   1    1   5 
   0    4    2 
01/14/2020 8.7K 126 4/3/2020 8.8K 20 7/12/2020 20.7K 254 
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   0    0    9 
   1    0    0 
01/13/2020 9K 21 4/3/2020 7.5K 144 7/11/2020 10.5K 276 
   1    1    8 
   0    3    5 
1/12/2020 8.5K 53 4/2/2020 9.1K 111 7/10/2020 18.2K 270 
   0    1    13 
   1    0    6 
1/11/2020 8.6K 32 03/29/2020 9.3K 145 7/9/2020 16.4K 185 
   0    6    1 
   0    3    1 
1/10/2020 7.5K 71 03/28/2020 7.6K 74 7/8/2020 8.9K 316 
   2    1    5 
   1    2    0 
1/9/2020 10.5K 166 03/27/2020 7.3K 60 7/6/2020 16K 259 
   0    2    3 
   3    0    2 
1/7/2020 14.5K 209 03/26/2020 8K 55 7/5/2020 20.1K 200 
   1    2   2 
   1    0    1 
1/6/2020 12K 53 03/24/2020 10K 42 7/3/2020 19.8K 960 
   0    5    24 
   0    3    9 
1/5/2020 12.3K 54 03/23/2020 9.1K 60 7/3/2020 20.7K 355 
   2    0    32 
   1    1    6 
1/4/2020 13.7K 53 03/21/2020 10K 73 06/30/2020 14.4K 139 
   0    0    0 
   0    0    1 
1/3/2020 12.6K 162 03/19/2020 8K 63 06/29/2020 13.4K 60 
   0    0    0 
   3    0    2 
1/1/2020 7.8K 28 03/18/2020 7.8K 178 06/28/2020 21K 346 
   0    1    9 
   0    0    6 
12/31/2019 10.5K 14 03/17/2020 8.2K 239 06/27/2020 14K 154 
   2    1   0 
   0    4    0 
12/30/2019 9.5K 51 03/16/2020 9.6K 241 06/26/2020 21.6K 393 
   0    7    4 
   0    4    3 
12/29/2019 10.1K 75 03/15/2020 9.7K 195 06/25/2020 19.9K 143 
   4    3    15 
   3    0    3 
12/28/2019 9.8K 54 03/14/2020 9.6K 176 06/23/2020 15.1K 168 
   0    3    5 
   1    0    1 
12/26/2019 11.5K 97 03/13/2020 9.3K 177 06/22/2020 8.5K 82 
   0    3    0 
   1    2    1 
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12/25/2019 8K 28 3/12/2020 7.8K 122 06/21/2020 10.8K 219 
   1    0    2 
   0    0    1 
12/24/2019 9.4K 96 3/11/2020 9K 159 06/20/2020 15K 192 
   0    0    0 
   0    1    2 
12/23/2019 11K 162 3/10/2020 8.3K 164 06/19/2020 5.8K 224 
   0    2    0 
   1    0    2 
12/22/2019 9K 30 3/8/2020 9.7K 178 06/18/2020 12K 54 
   2    0    0 
   1    0    0 
12/21/2019 7.9K 88 3/7/2020 9.1K 48 06/17/2020 17.4K 346 
  0    3    0 
   0    1    1 
12/20/2019 7.6K 207 3/6/2020 12.2K 216 06/16/2020 12.4K 186 
  0    2    1 
   0    1    0 
12/18/2019 9.9K 43 3/5/2020 10.6K 150 06/15/2020 5.9K 193 
  1    0    8 
   1    1    3 
12/17/2019 9.7K 123 3/4/2020 11.8K 98 06/14/2020 14.7K 176 
  12   8   1 
   1    1    2 
12/16/2019 10.3K 119 3/2/2020 12K 66 06/13/2020 6.4K 197 
  4   0   3 
   1    0    2 
12/15/2019 7.9K 35 3/1/2020 9.6K 42 6/12/2020 12.8K 192 
  0   0   1 
   0    0    2 
12/14/2019 9.6K 36    6/10/2020 4.9K 162 
  1      6 
   1       7 
12/13/2019 13.9K 70    6/8/2020 8.5K 309 
  0      7 
   2       5 
12/13/2019 2.3K 3    6/7/2020 11.9K 192 
  0      1 
   0       2 
12/12/2019 7.1K 55    6/6/2020 6.7K 251 
  1      2 
   0       0 
12/11/2019 12.1K 136    6/5/2020 6.1K 217 
  0      3 
   1       2 
12/8/2019 10.9K 149    6/4/2020 12.2K 138 
  3      1 
   3       1 
12/7/2019 10.9K 56    6/3/2020 12.1K 198 
  2      2 
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   0       0 
12/6/2019 7.3K 41    6/1/2020 11.9K 75 
  0      1 
   1       0 
12/5/2019 10.8K 117       
  0       
   1       
12/3/2019           
 8.8K 179       
  2       
  5       
Figure 30: Facebook posts data of the three periods 
 
The overall conclusion of the Facebook posts: 
First Period: 71 posts. Total reach: 689.3k,  Likes: 6.104,  Comments:122,  Shares:71 
Second Period: 61 posts. Total reach: 594.6k, Likes: 8.140,  Comments: 181,  Shares: 77 
Third Period: 69 post Total reach: 1.233.4k, Likes: 20.965,  Comments: 419, Shares: 180 
 
In the first period, the business posted 71 posts that reached 689.3k users. The 71 posts 
got a total of 6.104 likes, 122 comments, and 71 shares. In the second period, the company 
posted 61 posts that reached a total number of 594.6k accounts and gathered 8.140 likes, 
181 comments, and 77 shares. Lastly, in the third period, the business posted 69 posts that 
reached a total of 1.223.4k accounts, gathered 20.965 likes, 419 comments, and 180 
shares. 
Comparing the results of the posts each period had, we can notice a huge difference in the 
reach each period had. The 3rd period is almost double in reach compared to the first and 
more than double compared to the 2nd period. Likes are also higher in the third period, as 
well as comments and shares of the posts. It is also obvious that users started interacting 
more with the business during the lockdown period, which continued to rise even after the 
restrictions. This could mean that users came closer to businesses and started interacting 
with them. The lockdown measurements forced people to stay home, and social media 
were the escape root most people took to come closer with other people and 
communicate with each other. This may also be one of the reasons why the interaction and 
reach of the business increased. Along with communicating with other people, users 
started also noticing more businesses and interacting with them by liking, commenting, or 




Instagram is the second platform that this business uses to communicate with its 
customers. Although Instagram is a very well-known platform that many users have on 
their phones, for this specific business, their persona or ideal customer is not a heavy 
user of this platform. This mentioned can explain the low number of posts on this 
platform. 
  





1st Period: December-February 2nd Period: March to May 3rd Period: June to August 
Date Reach Likes 
Comments 
Shares 
Date Reach Likes 
Comments 
shares 
Date Reach Likes 
Comments 
Shares 
28/02 10.394 213 20/05 10.664 318 26/08 12.795 210 
  1   4   5 
28/02 9.949 325 09/05 10.376 252 21/08 12.146 2.286 
  4   1   5 
21/02 3566 30 03/05 7.359 102 21/08 13.150 129 
     1    
20/02 3654 54 03/05 10.572 192 18/08 11.577 293 
  0   1   4 
14/02 4.714 147 02/05 5.994 98 14/08 10.691 143 
        1 
07/02 3660 186 30/04 6.641 117 07/08 8.771 235 
        4 
07/02 3.117 185 29/04 9.068 210 03/08 7.453 230 
  1   4   4 
03/02 7.418 132 28/04 7.707 123 31/07 14.377 176 
  4   1   4 
29/01 10.830 124 26/04 6944 137 28/07 11.470 263 
        1 
25/01 9.852 198 25/04 7.464 127 25/07 4.469 159 
     2   3 
23/01 7.515 168 24/04 10.068 219 24/07 13.126 3.296 
     2    
22/01 3840 44 17/04 12.489 248 20/07 8.499 178 
     5   2 
14/01 8.934 250 03/04 21.668 37 17/07 7.774 156 
        2 
10/01 5.987 175 30/03 9.804 249 13/07 8.730 188 
     1    
28/12 6547 207 19/03 12.078 155 11/07 9.335 307 
        1 
27/12 9.098 317    07/07 8.529 52 
         
24/12 5.510 221    06/07 9.278 334 
        3 
22/12 5.440 147    03/07 9.121 254 
         
19/12 4.349 93    29/06 8.628 60 
         
17/12 4.806 136    22/06 10.938 317 
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        10 
13/12 15.281 43    18/06 7.108 170 
        2 
11/12 4.275 150    16/06 12.865 653 
        3 
09/12 9.064 273    10/06 11.348 15 
  1       
06/12 8.813 74    05/06 9.904 337 
  6      2 
      03/06 11.811 367 
        14 
Figure 31: Instagram posts data for the three periods 
 
 
The overall conclusion of the Instagram posts: 
First period: 24 posts: Reach: 166.613, Likes: 3892, Comments: 17   
Second period: 15 posts: Reach: 148.896, Likes: 2584, Comments:  22 
Third period: 25 posts: Reach:  253.893, Likes: 10808, Comments: 70 
 
In the first period, this company posted 24 posts that had a total reach of 166.613 
users. Those posts gathered 3.892 likes and a total of 17 comments. Compared to 
Facebook, Instagram numbers are very low. For the second period, the company 
posted 15 posts that reached a total number of 148.896 people and gathered 2.584 
likes and 22 comments. Compared to the previous period, the reach and likes may be 
lower, but this number also corresponds to 9 fewer posts than the first period. The 
comments of the posts are higher, which could indicate a slight rise in the user's 
interaction with the business page. 
In the last period, the company posted 25 posts, and the total number of users reach 
for this period is 253.893 thousand. The number of likes is 10.808 and 70 comments in 
total. 
As noticed on the Facebook statistics, the third period was the time where most users 
viewed, interacted, and liked the content that this business posted. 
These numbers could indicate that users got more used to technology and came closer 
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CONCLUSION 
In conclusion, Covid-19 was and still is a pandemic that had a major impact on our 
everyday life. Furthermore, the pandemic has impacted a lot of big industries, some in 
a positive way, and other industries in a negative way.  The agriculture industry is one 
of the industries that was impacted positively with the demand for agricultural 
products rising as people consume more while staying at home. Despite that fact, the 
industry must face difficulties and find solutions on matters such as finding means to 
transport the products and distribute them safely because of the restriction 
measurements enforced by different countries on the transportation of goods and 
agricultural products. Another industry that was impacted hard was the manufacturing 
industry with the shout-down of production as part of the restriction measurements as 
well as the difficulty created on their supply chain. Furthermore, the oil industry also 
saw a big drop in its prices during the first months of the Covid-19 pandemic. The 
biggest loss was in the aviation industry. The pandemic affected this industry very 
much, with flight cancelation numbers reaching -99% on some routes. The 
combination of restriction measurements combined with the fear of people to fly 
during the first period of the pandemic led to the cancelation of a huge number of 
flights arranged. These were the results found for these four industries based on 
research papers published. 
 
Besides the big industries, Covid-19 surely led to the creation and development of a 
new lifestyle. Such a big pandemic will change, if it has not already, the way things, 
people, industries, businesses function in our societies. Technology is playing a very 
crucial role in keeping the balance between what people used to have before the 
pandemic, during the pandemic, and surely after it ends. Countries and people that 
were not familiar with the new technological means during this pandemic had to adapt 
fast to avoid chaos.  
The need for people to go out and communicate with each other is very important, 
and during the lockdown measurements enforced by most countries all around the 
world, these were some of the things that people had to avoid doing in personal or 
without keeping a safe distance and wearing the proper equipment. Fortunately, 
technology and the internet were there to cover up for quarantine measurements and 
social distancing. People started coming closer to the internet and communicating via 
online platforms, and those who were suspicious or could not use the internet were 
forced to learn using these tools. 
The pandemic also impacted businesses, local businesses, or even big companies that 
did not have an online shop or website where people could reach them. They had to 
rapidly adapt and create a new path to communicate with their customers.  
Greece, as a country, had a quick response to the pandemic, with the first lockdown 
implemented in the middle of March 2020, when the first Covid-19 positive cases 
appeared in the country. The measurement enforced had a positive impact on 
controlling as much as possible the virus spread. One of the measurements enforced 
was the shutdown of the physical stores that did not sell necessary products so people 
would not overcrowd. This way, the virus spread would be reduced. Of course, this had 
a negative impact on those businesses that did not have, until then, an online 
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presence. The shutdown of physical stores led people to the online world of 
businesses. 
The data presented in this thesis show exactly how were the online businesses 
impacted as they have been retrieved from an existing business. 
In the business case presented, the first three months (December 2019, January 2020, 
and February 2020), which were the three months before the pandemic hit Greece and 
before the first positive Covid-19 cases, had a specific and continuous workflow with 
users visiting the site and placing orders. The same situation also existed on their social 
media channels that they use, which are Facebook and Instagram.  
During this period, a total number of 99.766 users visited the site, of which 87.498 
were new users. That means that only 12.3% are users that have visited the site again. 
On their social media platforms, the business posted on Facebook 71 posts and 
gathered 6.104k likes, 122 comments, and 71 shares. On Instagram, the business 
posted 24 posts that gathered 3.892k likes and 17 comments. 
In the second period (March 2020, April 2020, and May 2020), which is the period 
where the strict restriction measurements were enforced, there was a difference 
already showing from the data gathered. 
During this period, 103.831 users visited the site, of which 91.485 were new visitors. 
That number translates to 11.9% of users being users that have visited the website 
again. During that same period, the business made 61 posts on Facebook, which 
gathered 8.140k likes, 181 comments, and 77 shares.  On Instagram, the business 
posted 15 posts that gathered 2.584k likes and 22 comments. 
In the third period (June 2020, July 2020, and August 2020), which is the period where 
the restriction measurements were withdrawn, the total users that visited the site 
were 133.844, out of which 116.511 were new users. This means that 13% of the users 
visiting the site had visited it again. During this period, the company posted 69 posts 
on Facebook, which gathered 20.965k likes, 419 comments, and 180 shares. On 
Instagram for the same period, the company posted 25 posts that gathered 10.808k 
likes and 70 comments. 
Concluding, about the website user flow, by comparing the third period to the first 
(133.844k users to 99.766k users), there is a 25.5% positive difference in the users 
coming to the site. The rise in the number visiting the site started also showing during 
the second period, with a 3.9% rise on the visitors compared to the first period. 
As per the Facebook platform of the business, by comparing the final numbers of the 
third period to the first, there is a positive 70.9% difference in the number of likes 
gathered between the 69 posts of the third period to the 71 posts of the first period. 
The comments were also positive by 70.9% more in the third period than the first 
period. Lastly, the total shares of the third period were more than the first period by 
60.6%. Again, the positive impact that the pandemic had on this business started 
showing since the second period, which was during the lockdown restrictions. By 
comparing the second period to the first, Although, in the second period the company 
posted 61 posts, 10 less than the first period, there is a positive difference of 25% on 
the likes gathered, 32.6% on the comments gathered, and 7.8% on the shares of the 
posts. 
On the Instagram platform, there is also a big difference between the periods. Starting 
by comparing the third period (25 posts) to the first (24 posts), there is a positive 
difference of 63.9% on the likes the posts gathered and a 75.7% positive difference on 
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the comments that were made on the posts of the third period. While comparing the 
second period (15 posts) to the first (24 posts), there is a negative difference of -50.6% 
on the likes gathered in the second period but a positive difference of 22.7% on the 
comments made. 
On the Affinity Category and In-Market segment, there are some interesting data 
about the users' interests during each period. In the second period compared to the 
first, there is a higher interest of the In-Market segment users on Education /Primary & 
Secondary schools (K-12), Education/ Post-Secondary Education as well as Beauty & 
Personal Care/ Makeup & Cosmetics, Real estate/Residential Properties and Home & 
Garden services. The second period is the period during quarantine and under 
restriction measurements. By monitoring the users' switch on interests, it is possible to 
predict trends and catch up on what the users are looking at right now. During the 
same period, interests in Travel and hotel accommodations are declining as well as 
Apparel & Accessories. In the third period, compared to the second, there is also a 
change in the users’ interests. In this period, there is a higher interest in topics that are 
related to travel and accommodations, Dating services, and swimwear apparel. During 
the third period, there is not any restriction measurement, but still, the pandemic 
continues to exist, and people need to be cautious.  
Focusing more on the users that visited the site, and as it was previously presented, 
some interesting facts that changed during the period analyzed were the age of the 
users, their gender, and the device they used while visiting the site.  By comparing the 
second period to the first, the third period to the second, and the third period to the 
first, there are two age groups that are always higher. These are users that belong to 
the groups 45-54 and 55-64. Users that are older are visiting more and more this 
website. By comparing the users' gender these three periods, it is shown that the 
percentage of female users is getting lower at each period while the percentage of 
male users is getting higher. Finally, there is also a noticeable difference in the devices 
that they use. Most of the users use mobile devices, and at each period, the 
percentage of mobile users got higher while the percentage of users that visited the 
website through desktop or tablet devices got lower and lower each period. 
 
The overall conclusion of this business analysis is that Covid-19 had a positive impact 
on this business by bringing users closer to it and by them interacting more with the 
business. Furthermore, the rise in the number of online users visiting the websites 
gives a stronger possibility of them interacting with the online business website or/and 
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FURTHER RESEARCH 
The purpose of this research is to give a better understanding of the impact that covid-
19 had on the business world. More specifically, data from an online shop are 
presented separated into three time periods (Pre-pandemic, during the quarantine, 
after the quarantine). 
Since a second lockdown was implemented in Greece in November 2020, the research 
could continue and compare data from the first lockdown restrictions and the second. 
It would be very interesting to compare and overview the user's behavior and analyze 
if the users have adapted to the new existing social norms and how well have, they 
adapted. A survey could also be created and sent to the customers that have 
completed an order on the website. Through that survey, they could be asked to give 
their feedback on their whole experience in online shopping.  
Further research on this topic could also be directed on the users' experience on the 
website as well as how important is the user's psychology when visiting a website. 
How important is the emotional state of a user visiting a website in him completing an 
order? As the result of this thesis showed, the third period was the period with the 
highest positive numbers on every platform. Could the high number be a result of a 
good emotional state, as the users were not under restriction measurements, or is this 
fact a coincidence? 
Lastly, there could also be an analysis of the marketing tactics that were implemented 
during these periods. How did marketing specialists adapt to the rapid changes in 
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